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Front page of a Missouri weekly newspaper, privately owned but written, 
edited and made up regularly nine months of the year by students of rural jour-
nalism enrolled in the University of Afissouri School of Journalism. 
THE COUNTRY WEEKLY SITUATION TODAY 
These are stirring days and changing times in the country weekly news-
paper business. With the introduction of linecasting machines, web presses, 
and other up-to-the-minute equipment, with the coming of good roads motor 
cars and consequent wider fields of acquaintanceship in rural comm~nities 
country journalism has moved on apace. ' 
What constituted a good field for a weekly newspaper ten or fifteen years 
ago may today be a better field, or it may be one that has merged its interests 
with those of a neighboring county seat. Small towns that used to boast of 
three newspapers now get along with two, or even one. Consolidations seem 
to be the order of the day. Yet, in the wake of some of these consolidations, 
spring up over night, like mushroom growths, opposition newspapers which in 
many instances seem to flourish. 
How unwise it is to view with alarm and pessimism the reduction in 
numbers among the ranks of country weekly newspapers when the very process 
is like unto the felling of inferior trees of the forest in order that the sunlight 
may reach those deemed more useful to mankind, that each may grow straight-
er, taller and mightier, and in the end be more useful than several weaker 
brothers of the thicket. 
So, with the passing of the weaker brothers in the country newspaper 
field, stronger newspapers are built up in the larger centers. A wider territory 
is served because acquaintanceship that was limited formerly to a township 
or two is now county-wide. Fewer, better and more profitable newspapers are 
the net result. To deplore and to fight against changing conditions the times 
have brought is as futile as to complain of the weather or as the laborer's 
resistance to the coming of labor-saving machinery in industry. The better 
way is to adapt oneself to these stirring days and changing times as quickly as 
possible. To turn them to an advantage is entirely within the realm of possi-
bility. Hundreds of country publishers are doing this very thing. Others, of 
course, are giving up the ghost and harping on how much better business was 
in the good old days. 
The laborer in the vineyard of public service is as worthy of his hire as 
ever, but he has learned to plant, to cultivate, and to harvest with modern 
tools and power-driven machinery. Likewise have hundreds of country pub-
lishers caught the larger vision of service in a larger field. 
These stirring days and changing times spell not the doom of the country 
weekly but the dawn of bigger and better and more profitable weeklies. 
This is inventory time throughout the world. Everyone wants to know 
how he stands, what his condition is at the beginning of the year. 
It is quite one thing to learn wherein we gained and wherein we failed 
last year. It is highly more important for us to resolve, profiting by last year's 
experience, to build a better paper for the future. 
If I were to take inventory for you, I would ask, first, which exerts the 
more influence in your community, your paper, or the most popular national 
magazine on the market? Your paper or the city daily that comes into your 
territory? Your paper or the farm journal that's sold for less than nothing with 
a 75-cen t pair of shears thrown in? . 
In short, which is read the more painstakingly, in your community, 
watched for the more longingly, believed in the more confidently? 
Why it's your paper, it's the country weekly every time, of course. You 
know it; your readers know it; your local merchants know it-the ones who 
are prospering-and now the big automobile manufactures and other national 
advertisers are tumbling to the truth. 
With a combined production of 15,000,000 copies weekly, read by 75,000,-
000 readers, the greatest newspaper in America today is the hometown paper, 
better known by most of us as the "country weekly." It will survive as it has 
developed, through service-service to its community. In the aggregate, 
The Country Weekly in America is issued in 12,000 editions 52 times a year, 
published in 12,000 separate newspaper offices in 8,000 different towns and 
villages, which offices occupy a combined floor space far in excess of that 
afforded by the great Woolworth Building of New York City and of the great 
Wrigley Building of Chicago. 
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THE 12-EM COLUMN HAS ARRIVED 
This appears to be the day, or at least the dawn, of the 12-em column. It 
is rapidly becoming standard. Just as American publishers turned from the 
old blanket sheets of grandfather's day, so they are now drawing away from 
the 13-em and even the 12.V.-em column. The dailies started it. The war gave 
it impetus in the name of economy. Today a large proportion of our metro-
politan dailies, probably a majority, have adopted the narrow gauge column. 
Even the large plate houses, advertising agencies and national advertisers 
generally are now sending out stereotypes and electros in 12-em measure. 
And now the country weeklies have decided to conform. Hundreds have al-
ready benefited by the change. Let us consider a few of the advantages con-
tributing to this wave of popularity in favor of the 12-em column. 
It automatically raises advertising rates. 
It enables many publishers to change from six columns to seven columns 
without installing a new press. 
On occasion it obviates extra pages. 
Its cost is principally in the outlay for new chases, which cost need not 
exceed $50 in the average weekly plant. The new equipment should last many 
years and may be paid for in one week by devoting all space thus gained to 
additional advertising at regular rates for the first issue. 
It provides eight extra columns or about 160 column inches of space in 
an eight-page newspaper, with a very slight outlay for extra volume of news-
print. 
Among the Missouri weeklies that have made the change are the Laclede 
County Republican at Lebanon, the Washington Citizen, and the Lebanon 
Rustic, publishers of which all heartily indorse the idea. Publishers of the 
Wolf Point (Mont.) Herald and of the York (Neb.) Republican are likewise 
enthusiastic over the 12-em column. 
"Mechanically the 12-em column is in every way 'handier' than the 13-
em," declares J. E. MacKesson, publisher of the Laclede County (Mo.) Re-
publican. "With equipment such as I have, a 6-column quarto C. & B. cylinder 
press with Omaha folder attached, by changing to the 12-em 7-column form, 
we get the benefit of full capacity of the press and folder and gain one column 
to the page, a total of eight columns, without having to put in much new equip-
ment. 
"\Ve have now a 7-column page with its advantages of make-up, appear-
ance, and increase of space. The type will run almost line for line, which means 
really a net gain of eight columns. It obviates extra pages, and we never 
think of running jackleg supplements. \Ve· vary the type from 8 to 10 point 
and thus provide for whatever extra space we may need. I have found the 
change perfectly satisfactory, and never would think of reverting to the 13-em 
column. 
"In making the change from a 6-column to a 7-column page, using a 
6-column quarto press, there is considerable detail. Of course where a 7-column 
quarto press is in use it is a simpler matter to change from the 13-em 6-column 
to the 12-em 7-column." 
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THE LEBANON RUSTIC 
Front pages of a Missouri weekly before and after changingfrom six 12;.4-em 
columns to seven 12-em columns. 
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Rusche & Krumsiek, editors of the Washington (Mo.) Citizen, say the 
12-em measure enables them to print a 7-column newspaper on a 6-column 
quarto press, hence their change involved no extra expense for press facilities. 
"We can now print a 7-column paper, thus giving us eight more columns 
for advertising and news every week," to quote the editors of the Citizen, 
"This is done on print paper measuring 31 by 44 inches, costing practically 
the same as the 30Y, by 44 paper used for our 6-column paper prior to the 
change. That gives us $56 more advertising space we can sell at 35 cents per 
inch each issue, with not a penny spent for additional presses or larger news 
print. 
"The 12-em measure makes all the electros fit in the columns without 
padding on the sides, thus saving time and adding to the appearance of the 
paper. The 7-column paper looks better than the 6-column paper and news 
matter does not have to be crowded out when advertising is heavy, as is often 
the case with the 6-column paper. The Citizen is printed on a 6-column quarto 
Cranston press four pages at one time." 
"After eight months trial we are firmly convinced, that it should be adopt-
ed universally by all papers in the United States," delares W. Clyde Fuller of 
the Lebanon (Mo.) Rustic. 
"Our foreman tells us that the display lines seem to fit better in the 12-em 
column. We strongly advise the use of 6-point column rules in making the 
change. Presses can be changed to accommodate 7-column, 12-em papers in-
stead of 6-column 13-em papers where the cylinder has 30 inches of printing 
surface. 
"The advantages of the 12-em column are that it enables you to add exact-
ly eight columns to your paper with very little increase in the amount of paper 
used. We are now using 32 by 44 paper instead of 30Y, by 44 size. 
"The proofreader is authority for the statement that practically the same 
copy will go in a column 12 ems wide as in a 13-em column. Hence, more read-
ing matter for the subscribers. 
"Then, too, your advertising rate is automatically increased. There are 
no questions asked by the advertisers as they do not realize that the rates are 
increased, because the rate per column inch per insertion remains the same. 
Seven columns give A-1 position to all ads by the method of the double pyramid 
make-up style of locating them on the page. 
"Practically all mats and cuts for foreign or national ads are now made 
to fit the 12-em column. Those that are too wide can usually be trimmed down 
with the saw and file. 
"If a publisher's press is not large enough to accommodate a 12-em 7-
column paper, we would suggest that he change his 6-column 13-em paper to 
a 6-column 12-em paper now, and when buying a new press purchase one 
large enough to print a 7-column paper." 
C. L. Marshall, manager of the Wolf Point (Mont.) Herald, declares the 
12-em column change to be most successful with his paper. The big advan-
tage is more space when it is needed without the expense of going into extra 
pages, as he sees it. He has very little trouble on account of ad plates being to_o 
wide. The York (Neb.) Republican, owned and edited by J. G. Alden, rs 
another to make the change within the last year. 
It is doubtful, however, whether the 12-em column should be recommend-
ed under all conditions. I have in mind a newspaper of eight pages, seven 
columns to the page, thirteen ems to the column, running light on advertising, 
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Front page of a Minnesota weekly' s special edition for its correspondents on 
the occasion of their annual gathering as guests of the publishers. 
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about 35 to 40 per cent normally. That paper would have to be produced at 
a greater cost should it change to the eight 12-em columns unless it effected a 
decided increase in volume of advertising forthwith. That is, the eight columns 
of space gained by the change would have to be filled with reading matter, 
probably linotype composition at 75 cents to $1 per column, or with plate 
at about 33 cents per column. 
Suppose, on the other hand, this same paper were running heavy with 
advertising, 60 to 70 per cent normally, and being compelled to leave out ads 
from time to time for lack of space, at other times being forced to run extra 
pages to take care of the advertising volume. A gain of eight columns of 
space under such conditions would obviously be greatly desired and profitable. 
DEVELOP ING COUNTRY CORRESPONDENTS 
Country corresponde'nts and their product, neighborhood correspondence, 
are not new in the field of small-town journalism. On the contrary, neighbor 
hood correspondence, along with the local item, has endured, has stood the 
test of time. I can point out dozens of conspicuously successful weeklies whose 
editors attribute much of their success to well-organized and loyal staffs of 
neigborhood correspondents. I can point to a few papers equally successful 
whose editors pride themselves on running "not a line" of so-called rural, or 
country, correspondence. The latter are decidedly in the minority. In the 
great open spaces of the Middle West, at least, the rural subscriber must be 
catered to, if the local paper is to make the most of its opportunities. 
Edgar C. Nelson of the Boonville (Mo.) Advertiser considers his staff of 
correspondents the real basis of his prosperity. He dines them to turkey 
dinners at the best hotel in town once a year. He pays them for every line of 
news accepted for publication. He knows every one of them at sight, has called 
at the homes of most of them, and can recognize their voices over the telephone. 
Although he has developed his staff of writers and business-getters in less than 
four years, they have during that same period been a big factor in bringing 
the circulation of the Advertiser up to the 4,000 mark, 75 per cent of which 
clientele is rural circulation. This has all been done in the face of daily news-
paper competition. 
Another Missouri newspaper that has been conspicuously successful in 
developing an able staff of country correspondents is the Cass County Demo-
crat of Harrisonville. This paper has built a circulation of 4,000 throug]:i its 
country correspondents. 
Both of these Missouri weeklies regard their correspondents as business 
representatives of the paper as well as news gatherers. The Advertiser now 
has seventy-seven subscribers in one village where it only had three about two 
and one-half years ago when the correspondent began to work in that territory. 
The Memphis (Mo.) Democrat gets out a small four-page folder, vest-
pocket size, entitled "Suggestions for Correspondents" which serve a good 
purpose. A successful Illinois weekly, the Wayne County Press, published at 
Fairfield, gets out similar instructions on a sheet of colored paper. 
The St. James (Minn.) Plaindealer, published by J. Harold Curtis, 
places a high value on the news material from its rural communities and is 
interested in anything that will develop this material and assist its correspon-
dents in their work. "Last October we invited our staff of twenty-five cor-
respondents, their husbands, or a friend each, to be our guests for the eve-
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Vol.l Saturday, March 8, 1924. 
THAT'S FINE: THANK YOU--We mean the way all of you, 
or nearly. u.ll, "paragraphed" this week. If "The Correspondent" 
nearly died of discouragement last week, it recovered in a hurry 
when this week's letters came in. After all, this little poper 
is being read, and is doing some good. 
That isn•t the only evidance I'vcne.d that '"r;w Cor-
resyondent11 is a.pprecia.tcd. Re.y Watson, of Irvington, sent me 
a card after '<he fi.rst number saying it was just tl1e thing. Some-
how we missed sending No. 2 t' :=tay, and he cridn't lmov' there had 
been one till 11e got l'o. 3. Then ?1e v;rote up posthaste for No. 2.-
.Mrs. Giddings, of Wesley, also sent a kind note of 
appreciation~ but it has been mislaid. And Mrs. Graham, Of Port-
land township, sent down this cor.unent with her last letter: 
"I have received the third copy of 'The Correspondent,' 
and enjoy reading it, and believe it will do a lot for you and 
your correspondents. rt is snappy, and fills a long felt want of 
mine, I find I have been making newspaper mistakes, and am glad 
t·a be told of them. Here's to the best paper in the stete, and 
may 1 The Correspondent' live to a good old age. 11 
Oh, yes, We reca11 that Mrs. Giddings s_aid she didn't 
fear that lath, but did entertain a proper respect for the editor-
ial lash! 
I've been so busy this week-end that l haven't had time 
to sort out the correspondence and go over it again, so I'll fall 
back on a few general suggestions. 
Don't say "Mr." John Doe, That's all right in wedding 
invitations, but it's too fonnal for newspapers. And don't "Miss" 
girls in the high school; plain '!Bertha Roe" is enough. Don't 
give only one initial if you can help it; "P." Smith sounds bob-
tai1e<i; make it "P. J. Smith" or "Peter Smith. 11 
Write scores this way: 11 22-12"--the long score first·. 
Don't say "Clarion, Iowa." We are supposed to know 
what towns are in our own state:-SO we leave the state off in 
referring to Iowa towns. Same way in the case of well known cities 
in other states--make it New York, Chicago, St Paul, Minneapolis, 
St. Louis, Kansas City, etc., and leave the state off. Use the 
state in all other cases, but when you give thll town abbreviate 
the nrulle of the state. You can say "Jas. Jones. of Minnesota," 
but make it "Richard Brown, of West Concord, Minn." (Lu Verne, 
please note: "Minnesota" has only o~-right at the end.) 
Lone Rock, we missed you this week. 
W.io-~~ 
One complete issue of an Iowa weekly's mimeographed house organ circu-
lating exclusively among, and written directly to, that paper's staff of corres-
pondents. 
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ning," writes Mr. Curtis. "We took them to a movie, then had a talk by a 
professor of the state university department of journalism. We then brought 
them to our office for an inspection of our plant, and to see the printing of 
their special edition. All machinery was in operation." 
Although a considerable number of weekly papers in rural communities 
have adopted the idea of banqueting their rural correspondents annually, or of 
treating them to free seats at a circus, or of arranging a picnic for them, few 
have been so thorough as the Plaindealer. This paper's "Correspondent's 
Special Edition," which is the regular issue with the front page made over in 
honor of the correspondents, affords a splendid opportuni"ty for the paper to 
"get across" to them a good many helps and criticisms that might not get to 
them in the right way from letters or instruction booklets. 
"The correspondents were amazed at the amount of work which goes into 
the production of a newspaper," continues Mr. Curtis. "Many of them had 
had but little conception of the mechanical work of producing the Plaindealer. 
As a result of this visit, they are much more interested in the paper. \Ve 
took advantage of this opportunity to explain the desirability of early copy and 
emphasized the importance of having live material to keep our linotype oper-
ators busy. They are now much more particular to get their copy in on time." 
As a result of the talk by the journalism professor, Mr. Curtis goes on to 
explain, his rural writers have a much better conception of what news really is. 
Each correspondent finds more to write about and works items of real impor-
tance into his letters. ThePlaindealer pays 50 percent more for material which 
gets on the front page, and every week important country news is featured 
there. 
This same paper finds that when the publishers show more interest in 
their correspondents they, in turn, take more interest in the paper and in their 
work. Many of them have secured new subscribers for the Plaindealer and have 
been instrumental in sending job work to the office. The Plaindealer sale 
bill business ~huwed a decided increase last winter, much of which was in ter-
ritories where the Plaindealer had the most active correspondents. 
The Smithfield (N.C.) Herald follows a very similar program of co-opera-
ation with its correspondents. '"We invited all of them to be present at a 
dinner meeting," writes Mrs. T. J. Lassiter, the editor. "After showing them 
over our shop and explaining how a newspaper is made, we carried out a pro-
gram of toasts. The agricultural editor of our state college furnished advance 
copy of his dinner speech, which we printed on the programs. Even the cor-
respondents who could not be present received copies." 
Mrs. Lassiter declares the direct results of this dinner highly worth while 
and the quality of news received as much better ever since. She considers the 
experiment so worth while that she contemplates repeating it in the future 
with variations. One of the Herald's correspondents sent in a feature story 
on the affair the following week which was published under the caption, "Siam 
Clodhopper Dabbles in Society." The banquet program was in the form of a 
miniature newspaper. 
A weekly letter to his correspondents is the contribution of W. C. Dewel 
of the Kossuth County (la.) Advance, published at Algona. 
Mr. Dewel started his weekly letters to correspondents in February, 1924, 
runnina them off on a typewriter and then mimeographing them. He ran a datelin~ at the top carrying volume, number and date of the issue. He called 
this weekly, one-page letter "The Correspondent." It is, in fact, a little house 
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organ actively stimulating the correspondents to greater efforts, stirring them 
up and taking up with them from time to time matters every editor would 
like to men ti on to his rural writers. 
"Here is something I have had in mind for a long time-a little paper just 
for Advance correspondents and me,"runs the announcement in Volume 1, 
Number 1. I don't know yet how often it will be issued, but anyway it will be 
published semi-occasionally, and I hope you'll like it. The object of the paper 
is two-fold: 1. To tell correspondents just what we want in the way of news, and 
how to write it; and 2. To increase your interest in your work, build up your 
county news service, and humanize the relationship between you and the 
management." Along those lines this little paper has developed. Each letter 
is stamped with the facsimile of the editor's signature. 
The Advance pays its correspondents twice as much for real, live news, as 
it does for the usual run of personal and social items, and all news from the 
rural districts is as carefully edited and headed up as is the town news appear-
ing on the front page. 
Generally, country correspondents are of greatest service who qualify 
as able subscription solicitors as well as writers of news. Correspondents 
should be encouraged to cover with thoroughness the two or three important 
news stories of their respective neighborhoods each week. Most of them should 
be told to cut down on the volume of inconsequential items with which they are 
prone to "pad out" their weekly letters. 
ON ADVERTJ.SJNG RATES 
Too many weekly newspapers in Missouri and in other states are being 
carried by job printing receipts. That is to say, a lot of weekly newspapers, 
if made to stand on their own legs, would find themselves pretty wobbly. A 
number of country newspapers, which for several years have been looked upon 
as quite successful, are really running behind or merely breaking even. The 
job shop is paying the bills. If the business as a whole pays a fair profit, the 
average owner is satisfied. Yet, every newspaper ought to stand on its own 
legs, and can, with good management, if the field is there. A newspaper that 
pays its own way is respected more highly in the community and is in a position 
to render greater service, just as is the citizen who pays his debts. 
Contributing to this too prevalent condition of dependence on job print-
ing is a low advertising rate in many cases. Perhaps the rate has not been raised 
because of the timidity of the publisher. Some publishers are in the ridiculous 
position of the farmer who became land poor. The more land he accumulated 
the worse off he was, because none of it would yield enough to pay interest and 
taxes. The more advertising some publishers receive the worse off they are 
because their rate is so low they handle it at a loss. 
It has been demonstrated time and again that advertising rates can be 
raised without serious loss of advertising volume, when increased rates are 
based honestly on costs of producing a newspaper, plus a fair profit. If there 
has been an increase in circulation, it becomes easier to explain why ad rates 
are being boosted. If this circulation has been added gradually on the sound 
basis of the paper's merit, the explanation becomes doubly convincing to ad-
vertisers. 
On March 1, 1926, the Boonville (Mo.) Advertiser raised its rate from 
30 to 35 cents a column inch without losing a single advertiser. Just how much 
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the volume of advertising was affected is indicated by the publisher's own 
statement. 
In March, 1925, the Boonville Advertiser carried a total of 3 166 column 
inches of advertising at 30 cents for local and 35 cents for foreign~ In March, 
1926, it carried a total of 4,463 column inches at 35 cents for local and 40 cents 
for foreign, a gain of 1297 inches. 
The Boonville Advertiser guaranteed its advertisers approximately 1,000 
more subscribers when announcing the new rate as compared with the num-
ber on the mailing list when the 30-cent rate went into effect-a 25 per cent 
subscription list increase as compared with a 12,% per cent rate increase. 
During March the Advertiser published a new rate card together with a 
circulation statement. This statement shows in detail exactly where the Boon-
ville Advertiser is read, giving that newspaper's circulation in the town of 
publication, its circulation separately on each rural route leading out of Boon-
ville, its circulation in each other town and village of the county of publication, 
its circulation in a neighboring county and its circulation under single wrap-
pers. The Audit Bureau of Circulations could not wish for a more frank and 
complete analysis of circulation. Mr. Nelson believes advertisers both local 
and national appreciate that kind of information about his paper. 
The following schedule of advertising rates for weekly newspapers is 
recommended by the National Editorial Association: 
For 500 or less circulation ____________ ... 25 cents 
For 1000 or less circulation ............... 30 cents 
For 1500 or less circulation ................ 35 cents 
For 2000 or less circulation .............. ..40 cents 
For 2500 or less circulation ............... -45 cents 
For 3000 or less circulation ............... -48 cents 
For 3500 or less circulation ................ 51 cents 
GETTING THE WANT ADS 
British newspapers, large and small, hold want ads in such high esteem 
from a reader interest point of view that they place them on their first pages. 
Metropolitan newspapers in America consign the want ads to a position of 
less prominence, at the same time not forgetting their importance as revenue 
producers. Many newspaper readers turn to the "wants" first, showing pref-
erence for them as for the meat in the sandwich. Only a few country news-
papers in America have gone after the want ads in earnest. 
One of these enterprising few is the Red Bank (N. J.) Register, published 
by John H. Cook. That this weekly should thrive so well under the very noses 
of the large New York dailies, being removed only thirty-nine miles from the 
heart of New York City, is remarkable in itself. The Register's business man-
ager, Thomas Irving Brown, is authority for the statement that that paper is 
"a weekly home newspaper" published on "purely country ideas and in a rural 
section." It has a circulation of 7,300. It publishes regularly twenty-four 
pages well filled with display advertising. Want ads occupy one entire page 
of eight columns and more. It is not unusual for an issue of the Register to 
carry twelve columns of closely-set wari tads numbering between 400 and 500 
separate little ads. 
The following one-line captions are indicative of the character of the 
"wants" in this very much alive little new Jersey community: "Hatching Eggs 
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Want-ad page of a New Jersey weekly, which page has proved a great revenue 
producer. From 400 to 500 separate want ads are carried in each issue, yet, 
in the words of its manager, this is a paper published on "purely country ideas 
in a rural section." 
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for Sale," "Small Store for Rent," "Second-Hand Clothes Bought," "Farm 
Hands Supplied," "House for Rent," "Tuxedo Suits for Hire," "Gravel for 
Sale," "Chickens Wanted," "Bungalow for Sale," "Money to Loan," "Lawn 
Mower for Sale," "Garage for Rent," "Milker vVanted," "Baby Carriage 
for Sale," "Police Dog Found," "Two Maids Wanted," "Ducks Eggs for 
Sale," and "Family Washing Wanted." 
The Register does not classify its want ads, although it has a want de-
partment large enough for classification. "We want all our advertisers to 
get full benefit of the individual reader's time, which they would not get if 
the advertisements were classified," Mr. Brown explains. So, the lost and 
found ads are mixed in with the for rent, for sale and the help wanted 
items miscellaneously. The reader's time is economized, on the other hand, by 
the one-line captions set in bold face type and appearing over each ad, which 
guide the reader's eye to the ads of most interest to him. 
The Register is proud that it has built its circulation of7,300 on which is 
based this remarkable want-ad patronage without ever having connected 
with any scheme, premium contest, clubbing offer, or in any other way stimu-
lating sales except by giving its territory the best country weekly that the 
Register's corps of workers know how to produce. 
Several years ago, in order to draw attention, the Register carried in each 
issue a little talk pertaining to the Register and its want-ad department. These 
weekly talks were of a serial nature, written in the office. They, in great 
measure, helped to build up the department to its present size and value, the 
business manager believes. 
The Quakertown (Pa.) Free Press, published by Charles E. Meredith, de-
votes the first page of that paper's second section each week to want ads. On 
this seven-column page the want ads occupy from five to seven columns. In 
order to demonstrate the pulling power if its "classified" department to the 
ent:ire community, the Free Press a few years ago inaugurated a "free week" 
for want ads. Every subscriber who had a "want" of any description was in-
vited to send it for one free insertion. Many of the advertisers under this ar-
rangement were solicited for continuance of their ads at regular pay rates, and 
some of them continued. The "free week" popularized the Free Press want-ad 
department, introduced it to people who had never used it before and adver-
tised it to the entire community more than any other one thing had ever done. 
This paper has repeated its "free week" several times since, each time adver-
tising it well in advance and each time getting good response. 
"No department of our paper is more appreciated by readers or advertis-
ers than is our classified page," declares Frank \V. Rucker, manager of the 
daily Independence (Mo.) Examiner, and its weekly edition, the Jackson Ex-
aminer. "I might add also that no other department of our newspaper is more 
appreciated in our own office as a revenue producing agency. If all our display 
advertisers should organize a boycott and withdraw their support, we would 
still have sufficient revenue from the want-ad page to get out our regular 
issues." 
In 1925, Mr. Rucker permits me to say, the Examiner carried in its classifi-
ed section 55,949 want ads, or a total of 36,486 column inches. From this the 
publisher derived a revenue of $11,298.30, almost $1,000 a month. 
"We attribute our success with classified advertising to the fact that we 
go after it," continues Mr. Rucker. "It receives in our office the same att~n­
tion as display advertising-perhaps more attention. We make regular daily 
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calls upon all real estate dealers, motor car dealers, &econd-hand furniture 
stores, coal and feed stores, and in addition to this the young lady in our office 
calls back on all want ads that have expired, checking the results obtained and 
securing renewals and new ads. We also promote our classified department 
through display advertising and direct-by-mail letters. 
"\Vant ads are not only a source of revenue in themselves but bring rev-
enue to other departments of the paper. They are splendid circulation build-
ers. We have had a number of our subscribers tell us that they take the paper 
mainly for the want ads through which they buy, sell or trade. Want ads 
also help to build display advertising. The merchant and the foreign adver-
tiser consider a large volume of classified advertising as evidence of a news-
paper's standing with its subscribers and in its community." 
Here is a sample of the kind of advertising copy which the Independence 
Examiner has used successfully in building up its want-ad department: 
HUNDREDS USE EXAMINER WANT ADS 
-AND GET RESULTS! 
Help Wanted-Male. 
Wanted, man to milk cows and do 
general work on farm. Glenworth 
Dairy, 1 mile north on Courtney road. 
Phone Indep. 41-K-4. 
The above ad was inserted in the Examiner for one day. It brought 110 
applications; 30 calls by phone between 7 :30 and 9 p. m. of the day ad ap-
peared; balance were in person. In the words of the advertiser: "They came 
on motorcycles, bicycles, in motor cars and on foot from as far east as 
Buckner and Sibley and as far west as Kansas City, Kan." 
RUG FOR SALE 
9x12 Axminster rug; will take $10 
if sold this week. Phone Indep. 
416-J. 
This ad ran one time for 30 cents. It brought 27 answers. The rug was 
sold on second inquiry. 
CHERRIES FOR SALE 
25c per gallon-pick them yourself. 
Gc.o. W. Somers. 1725 West Short St. 
This ad was ordered for two insertions. Cherries were sold first day an 
hour after papers were delivered. 
PHONE INDEP. 277 
THE INDEPENDENCE EXAMINER 
The Examiner keeps after the want ads constantly by direct-mail letters 
by promotion display ads and by personal solicitation. One of the useful pieces 
of printed matter employed in this connection is a pocket-size, orange -colored 
folder of six pages entitled, "How to Write a Better Want Ad." 
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COLORED COMICS FOR WEEKLIES 
The dailies have found comics almost indispensable of recent years. One 
great Middle West daily, conservative in character, is reported to have spent 
a million and a half dollars .combating the colored comics idea before finally 
succumbing to the persistent popular demand. Now that paper publishes 
eight pages of colored "funnies" every Sundav. Onlv recentlv however have 
comics come within the reach of weekly newspapers .. It is not g~nerally k~own, 
even now, that four-page colored comics are available to weeklies through 
several syndicate houses at a cost of less than 1 cent per copy. Yet these 
syndicates have gone so far as to provide advertising space at the top and 
bottom pages which, when sold locally, can be made to finance adequately the 
colored supplements. 
C. L. Weymouth, editor of the weekly Roane County Reporter of Spencer, 
W. Va., who has tried out the colored comics, commends them enthusias-
tically as a "wonderful circulation holder." He also explains in detail how 
he finances them on his paper. 
The firm that furnishes him with the comic section charges I cent a 
copy for it, the syndicate doing all the printing, inclusive of local advertising 
together with name of paper and datelines. 
"The amount you charge for the advertising will be governed by the 
amount of circulation," he explains. "I have a circulation of 1650, so the 
comics cost me $16 .. 50 a week and freight. I charge $5 a week for ads appear-
ing at the top of the first page and $2.50 for the bottom ads. That leaves me 
$6 with which to pay for the weekly bookkeeping and freight, which amounts 
to about $1.25. So you see I am getting them for practically nothing." 
The older people as well as the children, he finds, are interested each week 
in the arrival of the colored comics. He reports that children come in at all 
times of the week asking if the funny pictures are ready. "People from the 
country," he says, "also tell me that they are well pleased with the comics." 
Another syndicate supplies four-page colored comic supplements to coun-
try weeklies with advertising space not only at the top and bottom of the first 
page, but at the bottom of the three other pages. This advertising may be 
printed in the local office, in which case a slight reduction is allowed on the 
price of the supplements, or the syndicate will print the ads with the under-
standing that no changes in copy will be requested except at intervals of ten 
weeks. It is not evident just how this would increase the total advertising 
revenue of the newspaper if the regular advertisers were to be solicited for the 
comic section. There are, however, in every community a considerable number 
of so-called non-advertisers or "freak "advertisers to whom advertising space 
in a comic supplement might make a strong appeal. All advertising gained 
from such sources, of course, would be extra and worth going after. In other 
words, the merchant who advertises only when a circus comes to town by 
using a display banner over the back of an elephant would probably be a good 
prospect for space in the colored comic section. Selling the ads on a ten-
week contract basis, no change of copy, the cost of solicitation would be 
slight. Then, certain kinds of merchandise adapt themselves particularly 
well to comic supplement advertising. Toy shops might, for example, prefer 
space in the comic supplement. 
The publisher of the country weekly has always claimed that it is read by 
the "whole family." He sells advertising nationally and locally on the basis of 
its being "the family paper," numbering its readers as five times its sub-
i.:'\ ;\Ii 
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sc_ri~ers,. at least. Yet, how many country weeklies actually publish anything 
ot vital interest to that half of the community's population under 15 years of 
age? In truth, it takes a rather precocious child to become truly interested in 
the reading of a typical country weekly newspaper. If the countrv weeklv 
wishes .to make good on its reputation as the paper for "the whole.family/' 
perhaps the c:ilored comic supplement will fill the bill. 
THE NEWSPAPER OFFICE AS A COMMUNITY CENTER· 
From the viewpoint of the newspaper editor, at least, the life of a small 
community revolves around the newspaper office. The newspaper office is the 
hub, the center of gravity, the vortex, the inner point of the radius. Newspaper 
i·eporters have worn out much shoe leather between the office and public meet-
ing places about the town in order to get the news. Some news always came in 
voluntarily but usually the news easiest to get was least desirable, containing 
the most propaganda. 
There seems to be a growing inclination on the part of newspaper publish-
ers to provide a public room, or community meeting place, where political 
caucuses may be held, where women's clubs may convene and where farmers 
can hold their association meetings. This community center does not take 
the place of a community hall altogether. It cannot be large enough for the 
occasional big public gathering, but it can serve very well for the more fre-
quent small get-together meetings of small groups. The merit in this idea, from 
the news-gatherer's point of view, is that it "brings the bear into camp alive." It 
causes much important news to develop right under the roof where the news-
paper is printed. The El Reno (Okla.) American, which maintains such a 
place, counts it as that paper's chief public service, aside from publishing a, 
good newspaper and all that stands for-and that paper, under the leadership 
of the late EdgarS. Bronson, went.in for many useful community service proj-
ects worthy of note. 
"We regard it well within the province of a newspaper to conduct such a 
community center," says H. M. Woods of the American. "We find that the 
El Reno American 'Wigwam' has becorµe a remarkably useful place. Most 
of the women's clubs of the city hold their regular meetings therein. Com-
mittee meetings of all civic clubs, farm organizations and social groups are held 
in it. Once a week a university extension class in medicine, followed by a 
clinic on children's diseases, is. conducted. A Sunday school class has made 
use of it every Sunday morning for two years. A religious group uses it for its 
regular services Sunday afternoons. Several district conventions have conven-
ed in the room, clubs have held initiatory exercises in it, the Native American. 
Church (Indian) holds its annual national convention, as well as occasional : 
committee meetings; in it. In fact, it has come to be looked upon as the log- , 
ical place for all civic meetings." 
In order to prevent conflicts, so popular has this Oklahoma paper's1: 
commµnity center become, the editor has found it necessary to keep a date-· 
book in order to list in advance all intended meetings. 
"No charge is made for its use by any individual or organization," ex-
plains Mr. Woods. "From a financial standpoint it might be considerer a 
white elephant, but the .prestige it gives a paper, and the close touch it gives 
the reporters to all community activities, makes it a most desirable arrange-
ment from a news standpoint." 
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Because of the novel character of the EI Reno American's community 
center, it attracts hundreds of visitors of prominence every year. The museum 
portion of the "Wigwam" is made up primarily of Indian relics collected by 
the late Mr. Bronson during his early years in Oklahoma. Five large show-
cases are filled with these relics, the cases being illuminated with soft lights 
which display the lurid colors in an artistic way. In addition to the Indian 
relics, a number of other mementos are to be found in the room, including 
ancient rifles, pistols and swords. It is the in ten ti on of the pa per to add another 
show-case for local relics lent by EI Reno people. 
Recently the office was the recipient of a beautifully mounted Rocky 
Mountain goat head, as well as its hide, which has been placed on display. 
"When the public knows that a place of this nature is being furnished, where 
valuable relics will be given the proper care and will be viewed by many visitors," 
observes Mr. Woods, "they are glad to assist in the enterprise." In addition 
to relics, the American's "Wigwam" is equipped with a handsome cabinet 
radio, electric player-piano, a suite of comfortable furniture and a supply of 
folding chairs. In the extreme rear a rest room is provided for women. "With 
adaptations fitting local conditions, the American's "Wigwam" idea could be 
attractively and usefully reproduced in connection with other small community 
newspaper offices. The secretary of any state historical society, would be de-
lighted to assist a publisher toward giving such a community center the proper 
local history background. Or, the principal products of a locality might be 
tastefully featured in creating the proper atmosphere for such a place. 
AN IOWA PAPER'S COMMUNITY SERVICE RECORD 
Community service has been defined as "the rent one pays for living in 
a community," which appears to be a fair definition. Usually the newspaper 
pays the highest rent of any property in town under the definition, because 
it renders more public service to the communitiy in which it lives than does 
any other business. Of course, the newspaper is in a position to render great-
er service than are most other local enterprises, and consequently more is ex-
pected of it. 
Sometimes the calls upon the newspaper are unreasonable. Often no 
appreciation is shown the publisher for the great good he does the community. 
In too many cases the public takes it for granted that the editor is created for 
the sole purpose of boosting his city or town, and that he expects nothing in 
the way of recompense. "In spite of minor slights, injustices and irritations, 
however," says W. C. Jarnagin of the Storm Lake (Ia.) Pilot-Tribune, "I am 
a firm believer in the doctrine that a newspaper grows in influence in direct 
proportion to its service to its community, that a publisher reaps his reward 
as the community prospers, and that this reward comes in increased revenue, 
in prestige and in increased valuation of his plant as the values in his town 
rise." 
This Iowa publisher has found constant encouragement of a paper's con-
stituents to be hospitable and courteous to visitors one of the greatest services 
a newspaper can perform. In Storm Lake the Pilot-Tribune has stressed this 
so consistently that local residents have come to believe firmly that they are 
the most hospitable people on earth. Believing this tends to make them so. 
In 1925 the Pilot-Tribune published each week in column one of page one 
an article of 300 to 500 words on different phases of ci vie activity. These were 
written by local citizens most interested in the subjects assigned them. For in-
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stance, the water plant in Storm Lake hadn't kept pace with the city's growth. 
The editor asked the city health officer to write an article on the subject. The 
Pilot-Tribune gave that article prominence. It led to the expenditure, says 
Mr.Jarnagin, of $40,000 in new and enlarged filtration beds. 
This paper had another citizen write an article on the value to the town 
of the adjacent lake. Another discussed the leadership of Buena Vista County 
in the state's system of consolidated schools. Another told of Storm Lake as 
a home city. The librarian wrote an article on the city library. One article 
dealt with graveled roads in which Buena Vista County excels. "To close the 
series, which lasted three months," says Mr. Jarnagin, "we had a farmer's 
wife tell how the farmer and the merchant can best co-operate." 
It didn't appear to the editor of the Pilot-Tribune that Old Glory was 
quite as much in evidence on patriotic occasions as she should be, so the paper 
purchased 100 American flags, 3 feet by 5, which the paper sold locally at cost. 
The supply being exhausted by the close of Armistice Day, the Pilot-Tribune 
intended to go out of the flag business. So many calls came in for flags with 
the approach of Memorial Day, however, that another shipment was ordered. 
When the extension summer school, in connection with a local college, was 
held in Storm Lake last summer, the Pilot -Tribune offered cash prizes for the 
best article by teachers attending on the subject, "What I like Best About 
Storm Lake." The result was most pleasing, the editor reports, the paper 
receiving dozens of essays upon which a limit of 150 words had been placed. 
Some of the teachers took up one phase, some another. When the prize-win-
ning essays were published, the people of Storm Lake were delighted. They 
saw themselves as others saw them, and they liked it. 
"Let us not forget," counsels Editor Jarnagin, "that the community 
expects the editor to point the way to progress. They expect him to further 
every good movement. They expect him to feature the best things in the com-
munity and to minimize the worst. They have a right to look to the editor 
in this light, and he is untrue to the trust imposed in him if he disappoints 
them." 
CHRISTMAS FUND FOR NEEDY CHILDREN 
In New York state a weekly newspaper, theFreeman'sJournal of Coopers-
town, has taken upon itself, as a piece of worth-while community service, 
the raising of a Christmas fund for the neediest children of the locality annual-
ly. The campaign for funds opens each year about Dec.1. At the start of the 
1925 solicitation the Journal announced as its goal, "to excel last year's record"; 
as its slogan, "It is more blessed to give than to receive"; and as its theme, "In-
asmuch as ye have done it unto one of the least of these, my brethren, ye have 
done it unto Me." Each year about $500 is collected. 
The announcement at the same time reminded everyone that "this is the 
100 per cent chari ty-100 per cent of your con tri bu ti on goes to its in tended 
object and 100 per cent of the cases are 100 percent deserving." Then followed 
two columns of front page material descriptive of each of the twenty deserving 
cases, as selected and described by the agent of the County Welfare Society, 
Cases 2 and 3 are fair samples of the deserving cases. 
"Tom, aged 14, has never been well. Ill health has been his lot since child-
hood. He has been able to attend school only a few years but enjoys reading 
as much as any child 14 years old. His father is dead, and mother, who is 
supporting the family, unaided, is not able to get Tom glasses which he badly 
needs." Ten dollars is given as the amount needed for the glasses. 
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U th,,, Gov.ernment Keepe.onliackiar Oft Income Taxes It Won't S. Lona tfntil Only Bootleners asid Movie Stars WdlBeHcnored With the Bln.nks 
THE EL RENO AMERICAN. 
Front page of an Oklahoma weekly on which appears the 2-column announce-
ment of free roses offered by the paper in an effort to beautify the city. 
Trrn SMALL Co:MMUNITY NEWSPAPER 23 
~·~se ,? tell_s of Mary_ who is 14, Frank wl~o is 11, Agn~s who is 7, and John 
who 1s :J. Their father died four years ago. Since then their mother has man-
aged to keep them with her, though they often have been in actual want. Both 
Mary and l~rnnk are doing splendid work at school. During the summer they 
work for neighbors, and earn almost enough to buy their clothing. A gift ofa 
sweater to each will see them safely through the winter. Who will contribute 
$25?" 
The announcement leaves it optional with the giver whether his gift shall 
go to a designated case or whether the disposal of the gift is to be left entirely 
to the discretion of the newspaper and the Welfare Society's agent. Besides 
money gifts of more than $500, the Journal received for distribution last 
Christmas: One box of wool caps, one box of mittens, hose and toys, another 
box of toys, a box of oranges, nuts and candies, one box of clothing, two boxes 
labeled "Christmas Articles," a box of assorted Christmas candies, one more 
of toys, a box of underwear and another of clothing. 
In reporting progress a few days before Christmas, the Journal carried 
this paragraph in a front~page story, which itselt~ was a further appeal to any 
with kind hearts who had not already contributed: 
"The news in which our readers will be most deeply interested is the 
certainty that the fund has already reached sufficient proportions to make a 
merry Christmas for all the neediest enumerated in the Journal list. Not the 
kind of a Christmas you will have, dear reader, but every child will receive 
something to make him happy and something to relieve his wants." 
OTHER COMMUNITY SERVICE PROJECTS 
No newspaper needs to want long for community service projects worth 
undertaking. Every newspaper worthy of the name has done something of a 
public service character. In an effort to encourage town beautification, the 
El Reno (Okla.) American gives each year to all comers, as long as the supply 
lasts, free rose bushes. This two-column announcement appeared on the front 
page of the American of the March 4, 1926, issue. (Next page) 
The rose bushes were distributed only to adults in order to insure that 
every rose bush given out would be planted. It is probable that any news-
paper could make arrangements to obtain such a supply from a nearby nursery 
at a very low cost. A nursery could well afford to donate 100 rose bushes in 
exchange for otherwise free advertising in connection with the event and the 
prospect of selling more roses once the community's appetite is whetted for 
roses. 
The Centerville (Md.) Observer some years ago, by a vigorous editorial 
campaign, br:ought about in its county the creation of a board of audit to 
supervise public expenditures and to reduce taxation, from the operation of 
which the community still benefits. 
The Foster County Independent at Carrington, N. D., promotes by a 
gift of $100 yearly corn contests among school children. 
The Cedar County News at Hartington, Neb., for three years has run a 
school news page as a regular feature of the paper, which is credited with hav-
ing changed the attitude of students from sports to scholarship. 
The Knoxville (Ia.) Express, assisting a public-spirited citizen in his fight 
against extravagance, ousted a city council and secured for the property owners 
a reduction in paving costs of nearly 40 per cent. Contractors were eliminated 
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Roses Free Saturday 
One hundred Rosebushes and flowering shrubs are to be 
distributed free of charge to residents of Canadian county by 
The El Reno American next Saturday !morning at 11 o'clock. 
This 'Nill make the third consecutive year for this free distri-
bution, which is conducted in an effort to encourage the beauti-
fication of the homes of the city and county. There are no 
strings attached to the gift, not even that the recipient be a 
subscriber. The first ones in line are the first to be given the 
bushes, regardless of residence or any other consideration ex-
cept that they must be adults. The roses include almost every 
variety suitable to the climate in this country. while the shrubs 
are all of the flowering variety. They range in value up to 
$1.50 and were purchased from the Rose Garden Nursery, 
which is located near Bethany. The nursery will have a large 
stock of additional bushes on a truck in front of the office for 
those wishing additional plants. The American wishes it dis-
tinctly understood that no bushes will be reserved for anyone 
and since it will require only about one minute to hand out 
the vines to the crowds which attend, it will be necessary to 
get in line early. 
and a gang of local men employed who for three summers have been laying 
7-inch reinforced concrete paving at cost. 
The Bellows Falls (Vt.) Times formed an outing club of 600 members to 
run a winter carnival. 
The Ontario (Ore.) Argus secured adequate and safe water supply for the 
town. 
The Cherokee (Okla.) News lays claim to the honor of having prevented 
many a dollar from going to a well-known mail order house. 
AN "OLD HOME WEEK" EDITION 
E. H. Childress, publisher of the Wayne County (Ill.) Press at Fa!rfield early 
found the idea of an "Old Home Week" through the columns of his paper so 
well received by readers that he has repeated this feature time and again. For 
the last thirty-eight years, the "Old Home Week" edition of the Wayne County 
Press has been an annual event. It was more than fifty years ago that this 
Illinois paper published its first "Old Home Week" edition. Mr. Childress 
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believes that folks who go away from a community like to write back to the 
home folks through the local paper, and he believes the home folks like to read 
the letters of the wanderers. 
The Cynthiana (Ind.) Argus, the Terrell (Tex.) Tribune and the Carroll 
(Ia.) Times also publish an annual edition built on the plan of carrying many 
letters written by former residents. A lot of good things can be said for such 
an edition. It has been productive of new subscribers for every paper that has 
tried it, and it helps to hold the old subscribers from year to year. Because 
friendships must be renewed from time to time, and because human beings 
can't forget the old home fireside, no matter how far they wander, we have old 
home weeks and old settlers reunions in various forms all over the land. Some 
take the form of the old-fashioned street fair and public celebration. Others 
take the form of the now-famous Iowa picnic in California where 150,000 for-
mer Iowans are said to gather annually to shake hands and to swap yarns with 
each other. The same idi:;a underlies them ail. 
This sort of thing goes best, of course, in an old, settled community where 
there has been time enough elapse since the first families moved in for real 
homes to be made, where friendships are of long standing and where strong 
ties have been established. 
To start things o:ff, the Indiana newspaper printed an invitation a few 
weeks prior to the appearance of its homecoming edition, which invitation 
appeued in a two-column, front-page box, asking all former residents to visit 
the home during October by letter. Additional copies were struck off and mail-
ed to all former residents, names and addresses being supplied by home folks. 
This is the invitation appearing in the Ar~us: 
I 
CYNTHIANA "HOMECOMING" 
For Month of October 
To Former Residents, Greetings: 
How dear to my heart are the scenes of my 
childhood, 
When fond recollection presents them to 
view. 
Acting as a representative of the cit-
izens of Cynthiana and surrounding 
country, the Argus desires to invite every 
former resident to participate in a "Home-
coming" to be held during the month of 
October. It would certainly be a "Grand 
and glorious feeling" to have all former 
residents of this section of the country 
with us during this month-but we know 
this would be impossible, as the distance 
and the time required to come would 
constitute a prohibitive reason. There-
fore the editor of the Argus desires that 
you visit us by letter. These letters will 
be published by the Argus. All former 
residents can in this manner visit us, tell us 
what Cynthiana or your former home was 
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like when vou knew it, tell us something 
of what y~u have been doing since, and 
above all get the "Homecoming spirit" 
and visit with us, telling us about what 
you have been doing, and what your 
present home town or community is like, 
or other matters that you would discuss if 
you were here in person. This is one of the 
greatest seasons of the year-just the 
right time for "Homecoming"-and noth-
ing can express the sentiment better right 
now than a few lines written by our be-
loved Hoosier poet, James Whitcomb 
Riley, when he says: 
0, it's then's the times a feller is 
a-feelin' at his best, 
\Vith the risin' sun to greet him from 
a night of peaceful rest, 
0, it sets my hart a-clickin' like the 
tickin' of a clock 
When the frost is on the punkin and 
the fodder's in the shock. 
Note:-Send your "Homecoming" 
letter to the Argus, Cynthiana, Ind. Write 
on one side of the paper only. Letters will, 
as far as possible, be published in rotation 
as they are received. Anyone of our home 
readers who knows the addresses of former 
citizens, who do not take the Argus, please 
give us their addr~sses and we will send 
them a special invitation to participate 
in this "Homecoming.'.' 
\\'hen writing such a letter for the home paper, many a nonresident reader 
finds it a convenient time to inclose check for his or her subscription renewal. 
Th;: Fairfield, Ill., newspaper prints a similar invitation which it entitles, 
"First Call to the Wanderers," and follows up with a "Last Call to the Wander-
ers" in a later issue. Sometimes such a paragraph as the following is included: 
"Send 50 cents for a three months' trial subscription, which will include a 
free copy of the Pink Press (Homecoming Edition) or send the regular price for 
six or twelve months' subscription." · 
Some publishers say they don't care for former-resident readers, as local 
advertisers cannot expect to sell them merchandise a thousand miles from 
home. Probably such readers are not worth much to local advertisers, except 
indirectly, but they are worth something to national advertisers, and the 
addition of former residents' names to the subscription list need not limit the 
number of local subscribers. A subscription charge large enough to cover 
outside-of-county postage is usually made on nonresident subscriptions and 
collected without difficulty. 
The Illinois paper's homecoming edition, which appears the first week in 
February every year, started in a small way. Few of the readers reported for 
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themselves. The editor wrote a lot of the stuff himself at first. Finally an 
invitation was extended them to "write for themselves." Now the issue comes 
along without much effort on the paper's part. No extra help is used getting 
out the homecoming edition. 
"\Ve set the matter up just about as fast as it comes in," reports Mr. 
Childress, "and the printing is done week-ends. I edit all the copy myself, oc-
casionally taking out some of the less interesting parts, such as statistics of one 
kind or another, but usually we publish the letters almost in full. Sometimes 
we classify the letters by states, putting all the Arkansas letters together. 
But this necessitates waiting until very late to do any of the printing on the 
issue. So valuable do I consider the issue in its helpfulness in holding not only 
the nonresident subscriber but the 'home' one as well that I would not part 
with the issue for $5,000 in gold." 
THE EXTRA COLUMN 
The value of an extra column in a newspaper, or any amount of added 
space, is usually figured by multiplying the number of column inches gained 
by the advertising rate per column inch. Perhaps a more conservative way is 
to then divide by two, since most weeklies run about 50-50 on ads and reading 
matter. Even if all the space added is devoted to reading matter, there is still 
something gained, from the standpoint of the editorial office, at least. 
An extra column is gained each week by the Pike County (Ill.) Republi-
can, published at Pittsfield, by running a column of type down the center fold 
between pages 4 and 5. This makes fifteen columns on those two pages in-
stead of merely seven columns to each page. Another extra column could be 
run on the inside fold between page 1 and 7. While this is an innovation in.Ameri-
can journalism, it is a common practice in Japanese newspapers where these 
folds are commonly used for market reports, financial news or late cable news. 
The only outlay for added equipment is the cost of a two-page chase, not a 
large expense by any means. 
The extra column, as it appears in the Pike County Republican, is a 
column of reading matter, usually locals. At the top appears a duplication of 
the editorial page flag, occupying about one column inch and giving this 
column a little individuality. Because it is unique, this column might very 
appropriately be utilized each week for some particular purpose, carrying 
matter of some distinctive character. 
At 25 cents per column inch, this added column is worth $5. Two such 
columns would be worth $10 per week. The Pike County (Ill.) Republican is 
published by Burr Swan. 
PRINTING THE CHATTEL MORTGAGES 
On file as matters of public record in every county courthouse are to be 
found the chattel mortgages of a community. A newspaper can print them. 
They are available. They are full of reader interest. They constitute an index 
to the credit of individuals, thus such records become a source of business news 
of great interest in small communities. Yet, only a few country newspapers at 
present see fit to publish this news, probably because it is of a semi-private 
character. But much that appears in every newspaper is of a semi-private 
character. Affected individuals would keep out of the news column the best 
news stories of the week, if they could, in every community. The publisher 
has to keep constantly in mind that he has contracted with his readers to 
furnish them the news, not only the pleasant news of the week that could 
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harm nobody, but the news. If the editor is not willing to keep his contract 
with his readers to furnish the news, then perhaps he should turn grocer and 
leave newspapering to others. 
The Colfax (Wash.) Commoner, published by Thomas M. Brown, is one 
country weekly that believes in giving its readers the chattel mortgages and 
other courthouse records. This paper has done so for several years. In doing 
so, it feels that a real community service of a constructive nature is being per-
formed. "The readers of the paper want this service and it is remarkable how 
they are for this class of news," says Mr. Brown. "In fact, the only ones that 
object to the publication of the records are a few 'shysters' who are always try-
ing to get a chance to secure property from old people who have no one to 
look after their interests. We have proved to the satisfaction of even the 
bankers that the publication of the records acts as a protection for the very 
class of people that need protection." 
It was found on investigation in another community that 90 per cent of 
the chattel mortgages are issued in conjunction with the purchase of musical 
instruments and low-priced cars of a well-known make. In other words, chattel 
mortgages for the most part are given in exchange for luxuries, and other 
articles not classed as absolute necessities, by people who cannot well afford 
to buy. In the interest of thrift, then, a few publishers have come to believe 
that publication of chattel mortgages is a good thing for the community. 
Publicity to such matters is a remarkable restraining influence on thriftless 
buyers. The bankers of a community, who may, be among the first to register 
objections, can be convinced of the value in the publishing of chattel mortgages, 
as they were completely convinced of it in Colfax, Wash. 
A county's citizenship is entitled to the courthouse records, including 
chattel mortgages, and any publisher with a little tact can introduce that class 
of news into the columns of his paper. 
GATHERING IN THE LOCALS 
It is doubtful if a weekly newspaper has ever been published that carried 
too many local items. Sometimes they appear under a "Personal and Social" 
heading, sometimes the caption is "Talk of the Town." Dozens of appropriate 
ways of presentation have been developed peculiar to individual newspapers, 
but the local items are all about the same in content and character regardless 
of what they are called. Often they are spoken of as the "backbone" of a small 
newspaper. The value in the personal or local column exists largely in that 
it deals with home folks, just folks, in other words, with us, the readers of the 
paper who are known to each other. 
Too many small-town papers have of late years begun to slight this valu-
able class of news. Editors with so-called big-town ideas, whether they have 
ever lived in big towns or not, have invaded the country field with the result 
in some cases, that they have crowded out local news, and especially the "local 
column," substituting features of one kind or another, many of them not nearly 
so vital to the community as the homely, garden variety of local paragraph. 
Other papers run a very limited number of local items because it seems to be 
no one's particular job to go after the locals. The mere comings and goings of 
people, which everyone in a small town seems to be interested in, are too often 
beneath the notice of young reporters, and the editor may spend too much 
time running the lino type to get out where these items are to be gathered. 
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People of the small communitv who travel on th·e trains have for vears 
been the subject of local items in the weekly newspaper. Now a new pro'blem 
presents itself, with the increasing popularity of motor busses as a mode of 
transportation. A number of country editors find it worth while to cover the 
arrival and departure of all motor busses as well as the arrival and departure 
of trains. 
Still, it is not possible for one person, be he the editor of the paper himself 
or a reporter who devotes full time to the job of collecting and writing local 
news, to get all the interesting items available. A Canadian weekly, the Pictou 
Advocate, published at Pictou, Nova Scotia, finds it practical to offer every 
employe, other than the reporter, a 5-cent bonus for each acceptable item of 
news turned in. If the local reporter has the item already covered, no bonus is 
exp·ected. This results in an extra column or two of interesting news each 
week which the reporter or the editor would never have gotten. 
As it figures out, this is only $1 to $1.50 a column for local news, less than 
the cost of items gathered by the regular reporter on salary. Besides being 
economical, it insures the paper's getting news of interest to a larger number of 
people. "Every one of my employes," explains John A. Fisher, publisher of the 
Advocate, "has his or her own circle of acquaintances. The linotype operator 
and the girl who keeps the books each have acquaintances, readers of my paper 
who amount to something in the community, but who are unknown to me per-
sonally. Because I don't know them, they would not approach me with a 
piece ofnews that they would gladly pass on to my linotype operator or book-
keeper, and it's often a piece of news the Advocate is glad to print. I try to 
publish a paper for everybody in the locality and I believe in being democratic 
about the names that appear in my local news columns. It doesn't pay to be 
too exclusive. My readers are interested in the doings of each other as well as 
in the activities of the town's one dozen most prominent families. I get good 
local news items from everybody on my payroll from printer's devil to adver-
tising manager at 5 cents per item, and they seem glad of the opportunity to 
pick up a little extra money. Incidentally, I think they all take a greater in-
terest in getting out a good newspaper because of it." 
GOOD SALESMANSHIP 
Next to getting out a good newspaper, there is probably nothing more 
important than good salesmanship in the newspaper business. A lot of very 
creditable country newspapers are suffering from the lack of good salesmanship 
in the advertising and circulation departments. There are today so many good 
products on the market that it is not sufficient to manufacture and then to 
wait for buyers to come demanding your output. The old mouse-trap fable, 
while it still carries a good moral for young minds, doesn't fill the bill in these 
days of strenuous competition, and advertising. A weekly newspaper has to 
comepete with the da.ily from the nearby city, with the farm journal which goes 
into the rural homes and even with the radio and the automobile which 
monopolize the leisure time of folks who used to spend their evenings at home 
"improving their minds." 
The advertising department of a newspaper has to compete with the local 
moving picture theater which runs advertising slides for mercha.nts, with the 
advertising solicitor from a neighboring town, now that hard roads have made 
transportation easy, and with national magazines which claim they cover the 
same field as the local paper for products of national distribution. Good sales-
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manship has become a necessity to the continued prosperity of the country 
weekly, be it ever so good a newspaper. 
The advertising mat services, together with trained young men and young 
women from schools of journalism who understand the principles of good 
salesmanship and adverti~ing, have done much to aid in a business way news-
papers who have tried them. Often a quick wit, or shall we call it also good 
salesmanship, will sell an advertisement when all else has failed. 
POST-ELECTION ADVERTISING 
Most newspapers have no political advertising after election day, but, after 
all, isn't the very next issue of the local paper a medium through which the 
successful candidates should say "thanks" to the voters? And isn't that the 
psychological moment, when victory is at hand and the spotlight is turned on, 
for such successful candidates to make some such gesture with an eye to future 
political preferment? The Boonville (Mo.) Advertiser thought so, and it 
convinced the new office-holders of the wisdom of such policy from mayor to 
city marshal, including police judge, city attorney, city treasurer, city assessor, 
and the new members of the town council. 
It was carefully explained to these new officials that it would be next to 
impossible for them to write personal letters to adherents thanking all for 
support, that it would be expensive, even, to have letters printed and sent 
through the mails at regular postal rates. Yet something ought to be done 
about it. The victors were soon convinced of that. The full-page ad under the 
headlines, "Words of Appreciation" was the result. These other words also 
appeared at the top of the page: 
"The undersigned officers-elect of the city of Boonville hereby express 
their appreciation of the trust imposed in them by the men and women of 
Boonville. They pledge themselves at all times to work toward the general" 
development of the best town in Missouri, to make a better place in which to 
live and do business. Boonville is entering an era of wonderful development 
and this development can be most effectively and speedily brought about by 
a spirit of co-operation on the part of every citizen. The undersigned will 
take office asking for this co-operation and, receiving it, will hope to merit its 
continuance throughout their administrations." 
Then each officer-elect was a!loted space enough to say a few well-chosen 
words of appreciation on his own responsibility, the mayor being given a 
doubled-sized space, supposedly at double cost to him, in the center of the 
page. 
The big point is that newspaper space served these office-holders very well 
to say what they cared to say to the voters and did so at less cost than they 
could have accomplished it by direct mail, yet the newspaper never would 
have received this full page ad unless someone connected with the paper had 
drawn up the advertising layout, and possibly the wording, and gone out to 
sell it. Incidental!y, the office-holders will be expecting favors from time to 
time from the newspaper while in office. Perhaps they were even reminded of 
that contingency by the Advertiser's representative. But those same office-
holders would have expected the same favors anyway. With the price of a 
full-page ad in the newspaper's till, the newspaper will feel that it can afford 
to meet them at least halfway. Still, the newspaper has not plaed itself under 
obligation to extend special favors, to suppress news, or to do anything else 
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not in keeping with what the publisher would be inclined to do in anv case as 
a gentleman and as an editor. · 
GOING AFTER NATIONAL ADVERTISING 
Much has been said about getting more national advertising for the coun-
try press, yet comparatively little effective work along that line seems to have 
been accomplished, 20 far as the country weekly publishers can find out. The 
national magazines and metropolitan dailies continue to carry the bulk of the 
national advertiser's copy in spite of the country publisher's conviction that 
he has a far better advertising medium in h,is little, old, home-town paper, a 
paper the home folks read, believe in and swear by. 
Some say it's the country publisher's fault that he doesn't get more nation-
al advertising. Others say he can get it if he goes after it. Still others are 
actually getting what seems to be more than their share of it. One of the Mis-
souri weeklies that gets its full share, at least, of national advertising is the 
Lebanon Rustic. Besides using business methods in dealing with the national 
advertisers and agencies, sending proofs of insertion promptly and answering 
correspondence, the Rustic uses its own office window as display space for 
nationally advertised products. 
In April, 1926, for example, this paper had on display in its window an 
exhibit of Polarine. Quaker Oats, Dr. Price's Baking Powder, Ford, Chevrolet, 
Rub-No-More, Hetrola and Calumet Baking Powder have used the window, 
and W. Clyde Fuller, business manager, has on file in his office letters of ap-
preciation for the service rendered, and, what is more important, he has 
the advertising schedules running in his papers. 
"The advertisers themselves," he says, "are sold on the idea. We make no 
extra charge for the use of the window." The foreign rate of the Rustic is 35 
cents an inch with that paper getting a greater volume of foreign advertising 
than competitors with a lower rate. Usually a salesman for the company which 
is carrying an advertising schedule is sent to Lebanon who places the display in 
the window. But this is not the whole story. The Rustic developed a lot of 
interest in that window locally before ever writing the agencies about it. 
"Our object was cwo-fol<l," Mr. Fuller explains. "We wanted to create 
reader interest and we wanted a display window to offer for the use of our 
national advertisers." This is how the display window was made a center of 
attraction in the town before the advertisers started using it. 
Early in the year the newspaper secured a picture of Commercial Street, 
Lebanon's main street, a photograph taken in the early eighties, showing two 
yoke of oxen hitched to wagons. Then was secured a photo of the same street, 
taken from the same point, showing automobiles parked along the street where 
once oxen stood. Then from an airplane was taken an aerial picture of the 
same street. These pictures were appropriately labeled "Past, Present and 
Future" Commercial Street, Lebanon, Mo. This display first appeared in the 
Rustie's show window, accompanied by a front-page story in the newspaper 
about the window and the pictures. People read about the pictures and came 
to the office to see them. 
Next was run in the paper a story about a picture of a prominent family, 
the picture being placed in the show window on exhibit simultaneously with 
appearance of the story. Then a man brought in a tax receipt given to his 
ancestors in North Carolina in the year 1816-a tax receipt 110 years old. 
Another front-page story was in order and it appeared at the proper time. 
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More people came to view the contents of the window. A picture of a ewe 
that had four lambs provided a front-page box story and the picture went not 
into the paper but into the window. More people came-stockraisers this 
time. Then followed an extra edition of a Lebanon newspaper issued in 1880. 
Another front-page story, and more people looked in at the window. 
With this preparation, the Rustic began writing the agencies with which 
the paper was carrying contracts, offering those agencies the use of the window 
for a period of ten days to display their clients' products. In writing them the 
Rustic always sent clippings showing how the public's attention had already 
been directed to the window. 
"At first," reports Mr. Fuller, "People asked us what kind of a store we 
were running and kidded us. But they looked at the window just the same 
and could not help but see the products advertised. "Now people of the com-
munity are voluntarily bringing in things to put in the window that give it its 
attention value." 
